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Newspaper,..................................     $750,000,000

Magazines and trade papers....................       300,000,000

Streetcars...................................         20,000,000

Billboards, posters, and electric signs.............       300,000,000

Novelties.....................................         50,000,000

Catalogues and other literature..................       950,000,000

Kadio........................................         60,000,000

Total......................................  $2,430,000,000

Expenditures for some typical national advertisers for 19431 were:

Brand
	Newspaper
	Magazine
	Radio

Pepsodent ......................
	$247,656
	$   395,544
	$    628,212

Lady Esther ....................
	269,347
	142,522
	598,410

Listerine .....................
	766,986
	1,163.385
	

Wheaties .......
	151,642
	164,421
	1,430,139

Heinz ..................
	993,377
	1,055,347
	

Gillette Razor .................
	322,895
	133,280
	45,079


	
	
	

These figures indicate the huge scale of modern advertising. The
consequent need for scientific advertising methods is acute. Lack
of psychological facts and statistics has been responsible for the'failure
of many advertising campaigns. For example, there is the case of the
talcum powder magnate who "spent thousands of dollars on literature
glorifying purity, smoothness, and antiseptic qualities. Then he made
an investigation. Ninety-five out of every hundred women bought his
powder because they like the odor. The other five bought because
they liked the little can. . . . Still another advertiser spent hundreds
of thousands of dollars, telling about the healthful iron in raisins.
When he began to investigate, he discovered his iron was appealing to
only eight in every 100 of his actual customers. The other 92 were
buying the raisins because they 'taste good \ "2
That "it pays to advertise" is generally accepted; that it costs to
advertise is shown by the preceding data. But advertising cost
results in increased profits for business and increased savings for the
consumer. A school principal, intelligent and well educated, was
once heard to say that he didn't allow any nationally advertised
product to be used in Ms home. By avoiding advertised brands, and
therefore any advertising costs,3 this man believed he was buying
1 Media Records, Inc., Expenditures of National Advertisers, American News-
paper Publishers Association, 1943.
3 Goode, K, Modem Advertising, Greenberg, Publisher, Inc., Hew York, 1932.
3 The median expenditure on advertising of several large companies is 3 per
cent of sales. Poffenberger (Psychology in Advertising, p. 49, McGraw-Hill Boefc